
2015 LTAC REPORT 
Bloedel Reserve 

  
Summarize the activities undertaken in providing the work described in Attachment A: 
LTAC funds helped Bloedel Reserve create, print and distribute an 8panel brochure highlighting Bloedel as a 
yearround tourist destination. The brochure listed seasonal highlights (for yearround visits) and also dedicated one 
panel to things to do while visiting Bainbridge Island. The 75,000 brochures were distributed to tourist locations 
throughout Puget Sound, including Washington State Ferries, Seattle hotels and SeaTac Airport. 
 
Reference the project objectives specified in Attachment A. Were those objectives achieved? Why or why 
not? Were there any unexpected positive outcomes or challenges? 
 
1. Bloedel Reserve will develop an updated brand identity that recognizes its heritage, embraces the community, 

represents the changes made over the last five years and introduces the property to new audiences. This 
objective was achieved.  

Bloedel’s new logo was unveiled in Spring 2015 and reflects the changing seasons and landscapes and 
presents a fresh look for Bloedel. With the new logo came an overhaul of marketing materials including 
brochures, maps, membership materials, business materials, signage and updated advertising. The website 
is still under the process of being revamped.   
 

2. Expand reach to regional, national and international tourist markets not touched through current vehicles. This 
objective was achieved.  

a. The updated (with new logo and feel) 8panel brochure had a wider distribution over the 2014 brochure. 
Thanks to LTAC funding, Bloedel was able to add SeaTac Airport into the mix of distribution sites.  

b. According to Certified Folder (brochure distribution company), Bloedel’s brochure is picked up at a rate 
of around 10,000 brochures a month.  

c. In order to track the effectiveness of the brochure, a $2off coupon (valid for two adults per party), was 
included in the brochure. Through December 31, 2015, the coupon was redeemed by 550 people.  

 
3.  Use Bloedel as an attraction to draw people to Bainbridge Island for a fullday experience. This objective was 
achieved.  

One panel of the brochure was dedicated to various Bainbridgeattractions such as shopping and dining. We 
highlighted restaurants and provided a link for lodging information and suggested visitors “Linger Longer” on 
Bainbridge Island. After visitors walk around Bloedel, the Gate House Staff (admissions) say the number 
one question they receive is, “Where should we eat?” Staff members offer up many local recommendations.  

 
4.  Promote Bloedel Reserve and Bainbridge as a destination in all four seasons. This objective was achieved.   

The brochure highlighted activities such as spring’s Poetry Month, summer’s Bard at Bloedel (with 
Bainbridge Performing Arts), fall’s Super Squash Scavenger Hunt, winter’s Holiday Village. 

 
5.  Build closer business partnerships with Bainbridge Island restaurants and businesses and encourage visitors to 
experience more of Bainbridge Island, beyond downtown. This objective was partially achieved.  

a. Develop discount programs, packages and cross promotional opportunities. This objective was partially 
achieved. The brochure called out specific restaurants which offered a widevariety of offerings and price 
ranges. Moving forward with our new website, we wish to design a page dedicated on what else to do on 
Bainbridge (where to dine, shop and extra activities).  

b. Continue promoting the use of BI Ride for transportation to the Reserve. This objective was achieved. 
Under the section “Getting Here”, we listed how to take BI Ride. BI Ride is a tremendously popular option 
and many guests arrive at the Gate via the bus. According to Kitsap Transit, 2510 people rode BI Ride 
from the ferry terminal to Bloedel Reserve.  



 
 
Describe involvement of any partners specified in Attachment A, as well as any unexpected cooperative 
relationships that developed through implementation of the project.  
Answered above in 5 a & b 
 
Reference the project budget specified in Attachment A. Provide an analysis of actual expenses and 
income in relation to the projected budget.  
 

1. The expense for printing and distributing the 2015 brochure was $13,298.24 
2. We know from Certified Folder that our brochure has a pickup rate of 10,000 per month 
3. 550 coupons redemptions = $7150 (at a discounted rate of $13)  
4. According to industry standards, brochures and direct mail have a response rate of 1.5%, which means 

Bloedel had a potential response of 1050 brochures (70,000 brochures x 0.015) 
5. The average size of a party is two, so 2 x 1050 brochures = 2100 visitors. Subtracting the known coupon 

redemption of 550, the number of people who came to Bloedel through the brochure (but neglected to 
redeem the coupon) is 1550 and 1550 visitors at full price ($15) equals $23,250 in admission sales.  

 
Provide a good faith bestestimate of actual attendance generated by the Proposal in the three categories:  

1. Travelers staying overnight in paid accommodations away from their place of residence or business =210: 
(2100 x 0.5 x 0.5 x 0.4) 

2. Travelers staying overnight in unpaid accommodations (e.g., with friends and family) and traveling more 
than 50 miles =315 :(2100 x 0.5 x 0.5 x 0.6) 

3. Travelers for the day only and traveling more than 50 miles= 1050 ;(2100 x 0.5) 
 
Describe the methodologies used to arrive at the good faith estimate of actual attendance numbers 
described above.    
The equation used to calculate good faith estimate of actual attendance was based on the total estimated number of 
guests that visited as a result of the brochure (2100  calculated using industry standard pickup rates), multiplied by 
the proportion of guests traveling from local region (50%)  vs. Washington State / greater USA* (50%), multiplied by 
the probability that they would stay overnight (50% estimated), multiplied by the probability that they would stay in 
unpaid vs. paid accommodations (60%40% estimated). 
*According to data from our signin sheet, 67% of people who signin, are from distances of 200 miles or more. 
However, we realize that outofarea visitors are more likely to sign such a book, so we estimate that the split is more 
5050%.  In 2015, we had 48,874 visitors.  If half of them are from out of the region, it’s a good estimate that 24,437 
people visited from out of the area.   
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    Activity Notes: 

Copyright © 2015  Joint Legislative Audit and Review Committee (JLARC).
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Frequently Asked Questions 
Main Menu  |  Account  |  Log out

Activity

Activity Name:

Organization:

Activity Type: 

Event/Festival

Activity Date: 
Start Date: End Date:

Funds

Requested:
$

Awarded:
$

Total Cost of Activity:
$

Attendee Estimates

 Projected  Actual Methodology 

Overall Attendance: Select One

Attendees who traveled 50 miles or more to attend:

Total: Select One

Of total, attendees who traveled from 
 another state or country: 

Select OneAttendees who stayed overnight:

Paid accommodations: Select One

Unpaid accommodations: Select One

Paid Lodging nights:

Select One

http://www.leg.wa.gov/JLARC/
http://walodgdatacoll.net/DataCollFAQ.htm
http://walodgdatacoll.net/main.asp
http://walodgdatacoll.net/account-edit.asp
http://walodgdatacoll.net/logout.asp
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Activity Type:  

• Event/Festival: Short-term activity occurring between specific dates (e.g., 4th of July 
celebration, local marathon) 

• Facility: Municipally-owned facility that operates some or all of the year (e.g., county 
historical museum, convention center) 

• Marketing: Activity that provides information to encourage visitors to an area; is 
typically a year-round activity but may also operate for less than a full year. 

 
Overall Attendance:  

• Total projected and estimated actual attendance recorded for event, facility or resulting 
from marketing activity 

 
Projected:  

• Persons expected to participate in event/festival or visiting a facility. For marketing 
activity, enter the number of persons expected to visit area as result of marketing 
activity. 

 
Actual:  

• Persons estimated to have actually participated in event/festival or visiting a facility. For 
marketing activity, enter the number of persons estimated to have actually visited area 
as result of marketing activity. 

 
Methodology:  

• Direct Count: Actual count of visitors using methods such as paid admissions or 
registrations, clicker counts at entry points, vehicle counts or number of chairs filled. A 
direct count may also include information collected directly from businesses, such as 
hotels, restaurants or tour guides, likely to be affected by an event. 

• Indirect Count: Estimate based on information related to the number of visitors such as 
raffle tickets sold, redeemed discount certificates, brochures handed out, police 
requirements for crowd control or visual estimates. 

• Representative Survey: Information collected directly from individual visitors/ 
participants. A representative survey is a highly structured data collection tool, based on 
a defined random sample of participants, and the results can be reliably projected to the 
entire population attending an event and includes margin of error and confidence level. 

• Informal Survey: Information collected directly from individual visitors or participants in 
a non-random manner that is not representative of all visitors or participants. Informal 
survey results cannot be projected to the entire visitor population and provide a limited 
indicator of attendance because not all participants had an equal chance of being 
included in the survey. 

• Structured Estimate: Estimate produced by computing known information related to the 
event or location. For example, one jurisdiction estimated attendance by dividing the 
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square footage of the event area by the international building code allowance for 
persons (3 square feet). 

• Other: (please describe) 
 
Total:  

• Total projected and estimated actual number of visitors traveling more than 50 miles to 
attend event or facility. For marketing organizations, report visitors traveling more than 
50 miles to visit area 

 
Out of State/Country Total: 

• Of the total projected and estimated actual number of visitors traveling more than 50 
miles to attend event or facility or visit area, report projected and estimated actual 
number of visitors who traveled from another state or country. 

 
Paid Accommodations:  

• Total projected and estimated actual number of visitors staying in paid lodging 
establishments such as hotels, motels, bed and breakfasts, etc. 

 
Unpaid Accommodations:  

• Total projected and estimated actual number of visitors staying in unpaid 
accommodations such as family and friends. 

 
Paid Lodging Nights:  

• Total projected and estimated actual number of paid lodging nights. One Lodging night = 
one or more persons occupying one room for one night 
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	VudC1hZGQuYXNwP0lET3JnPTI5MDcA: 
	addevent: 
	EventName: Destination Marketing at Bloedel Reserve
	IDOrg: [Bloedel Reserve]
	Notes: 
	IDActivityType: [Marketing]
	FundsRequested: 25,052
	FundsAwarded: 15,526
	FundsTotalCost: 13298.24
	OverallAttendanceProjected: 349
	OverallAttendanceActual: 550
	OverallAttendanceMethod: [Direct Count]
	OverallAttendanceMethodOther: Number of coupon redepmtions
	FiftyMilesAttendanceProjected: 1050
	FiftyMilesAttendanceActual: 1050
	FiftyMilesAttendanceMethod: [Structured Estimate]
	FiftyMilesAttendanceMethodOther: see attached report
	OOSOOCAttendanceProjected: 525
	OOSOOCAttendanceActual: 525
	OOSOOCAttendanceMethod: [Structured Estimate]
	OOSOOCAttendanceMethodOther: see attached report
	OvernightPaidAttendanceProjected: 210
	OvernightPaidAttendanceActual: 210
	OvernightPaidAttendanceMethod: [Structured Estimate]
	OvernightPaidAttendanceMethodOther: see attached report
	OvernightUnPaidAttendanceProjected: 315
	OvernightUnPaidAttendanceActual: 315
	OvernightUnPaidAttendanceMethod: [Structured Estimate]
	OvernightUnPaidAttendanceMethodOther: see attached report
	PaidLodgingAttendanceProjected: 315
	PaidLodgingAttendanceActual: 315
	PaidLodgingAttendanceMethod: [Structured Estimate]
	PaidLodgingAttendanceMethodOther: Estimating that people stay 1-2 nights, or an average of 1.5 nights


	Start Date: 6/30/15
	End Date: 12/31/15


